Social network sites have now become one of the important media channels for election campaigns. Researches in the domain of social sciences are starting to form a picture of how social network site itself might affect political participation. However, there has not been much attention given to the influence of the determinants of social network site usage on voters' involvement and their attitude and confidence. Thus, this research extends the concept of previous research and aims to examine the relationship between the determinants of social network site usage, voters' involvement with politics, voters' attitude toward voting, and their confidence of voting decision. This research uses a mediation regression model to run a Likert scaled dataset from 211 questionnaires. The results of this research show that the three determinants of social network site usage have positive impact on voters' involvement with politics, which further affects voters' attitude toward voting and their confidence of decisions. More specifically, social network site users' 'need to belong' and their 'perceived ease of use' towards the sites significantly increase their involvement with politics and further enhance their attitude toward voting and their confidence of voting decisions. This research has several contributions in the field of academic and management. First, it provides a framework to explain the impact of social network sites usage on voters' attitude and confidence. Second, it provides an empirical support for using actual data from actual social network site users. Third, the findings of this research indicate that when intending to strengthen voters' attitude toward voting in order to enhance voting rate or to raise voters' confidence of their voting decisions on a specific candidate or party, political campaign managers and candidates are suggested to take into account users' feel of belongings in a certain online community and their perceived effort when using a certain social network site.
Introduction and research background W ith the development of the Internet, the usage of social network sites has increased considerably. Social network sites have rapidly become one of the main media channels for all types of campaigns and have gradually become an alternative tool for marketing and service delivery (Chadwick, 2006; Davis, 2010; Gulati, 2004; Tsai and Men, 2017) . During the 2008 United States presidential election, Barack Obama's election team used social network sites to effectively recruit thousands of volunteers (Dickinson, 2008) . In the 2016 United States presidential election, Donald Trump widely used social network sites to create political issues during his election campaigns (Enli, 2017; Ott, 2017) . Furthermore, political consulting firms, such as Cambridge Analytica, have been influencing voters' involvement, attitudes, and confidence through social network sites by using behavioural microtargeting techniques (Persily, 2017; Ward, 2018) . This situation is also noted in countries other than the United States. For instance, V-Dem, a Sweden research institution, reported that among 72 countries worldwide, Taiwan has received the largest amount of false or misleading information on political topics; because Taiwanese people use online media and social network sites extensively, false and misleading information and the resulting online information fractionalisation are likely to affect Taiwan's political results (Lindberg et al., 2019) .
The influence of social network sites on political involvement and attitude has received considerable attention from academic researchers and business managers over the past few years. Seidman (2013) used the concept of the 'need to belong'-first defined by Baumeister and Leary (1995) as 'people's need to be loved and socially accepted'-for conducting an online social research; the results indicated that the need to belong is a major motivator for using social network sites. People can fulfil their need to belong by using the features of social network sites; these include the ability to communicate, gather information, express opinions, obtain social approval, and influence others; by using these services. Flanagin and Metzger (2001) examined people's motivations for using numerous different media platforms and reported that the Internet was heavily used for social bonding and relationship maintenance. Moreover, Kwon and Wen (2010) used Davis's technology acceptance model (TAM) to evaluate social network site usage in their research and concluded that their model-including 'perceived ease of use' (i.e., degree to which a person believes that using a specific system would be effortless) and 'perceived usefulness' (i.e., extent to which a person believes that using a specific system would improve their performance)exhibited high predictive validity for social network site use.
According to previous studies, the perceived ease of use, perceived usefulness, and need to belong are strongly correlated with the usage of social network sites (Adams et al., 1992; Baumeister and Leary, 1995; Chang and Chuang, 2011; Williams and Cothrel, 2000) . Research on involvement with political processes has long been conducted (Muehling et al., 1993; Pinkleton, 1998) . Studies have indicated that 'involvement' refers to a psychological state of an individual and defines the importance and personal relevance of a certain component to a person O'Cass and Fenech, 2003) . According to this definition, we defined voters' involvement with politics as the importance and personal relevance of politics to voters. Voters' involvement with politics refers to the extent to which the voters view politics as the central part of and a meaningful and engaging object in their lives and indicates its importance for them. On the basis of previous results, this study further argues that when users seek belongingness and social acceptance on social network sites or when they feel using a social network site would be effortless and would improve their performance, their involvement with political issues strengthens.
In the literature on involvement, some researchers have indicated that involvement is positively associated with attitude based on the assertion that a person's attitude is influenced by their perceptions of relevance (Ajzen and Fishbein, 1977; Jackson et al., 1997) . Barki and Hartwick (1994) defined 'attitude' as 'an individual's internal evaluation of an object or a topic'; the authors indicated that users who believe a certain issue to be crucial and personally relevant have come to influence their attitude. In addition, voters' confidence in their decisions may be influenced by their degree of political involvement. The relationship between involvement and confidence has been studied previously: O'Cass and Pecotich (2005) and Zechman (1979) both have indicated that voters with less involvement will have lower confidence level in their voting choices. Based on previous studies, this study defines voters' 'confidence' as 'extent to which voters believe in their ability to make the right choice and select a suitable party or candidate'.
The current study extended the aforementioned research concept and argues that the determinants of social network site usage in terms of need to belong, perceived ease of use, and perceived usefulness can eventually influence voters' attitude towards voting and their confidence in their decisions because voters may have a high degree of internal evaluation of the voting and perceived ability to select the suitable party or candidate by viewing politics as a crucial topic or central focus of their lives. In this study, we proposed that voters' involvement with politics mediates the relationship between social network site usage determinants (independent variables) and voters' attitude towards voting and voters' confidence in their decisions (dependent variables) and developed a conceptual model ( Fig. 1 ) to answer two research questions: (1) Do the determinants of social network site usage influence users' involvement with politics? (2) What is the relationship between users' involvement with politics, attitude towards voting, and confidence in their voting decision in the context of social network sites? Moreover, we further developed five hypotheses: H1: Social network site usage determinants positively influences voters' involvement with politics. H2: Voters' involvement with politics is positively related to voters' voting attitude. Fig. 1 The research model. ARTICLE PALGRAVE COMMUNICATIONS | https://doi.org/10.1057/s41599-019-0368-9 H3: Voters' involvement with politics is positively related to voters' confidence in their decisions. H4: Voters' involvement with politics mediates the effects of social network site usage determinants for their attitude towards voting. H5: Voters' involvement with politics mediates the effect of social network site usage determinants on their confidence in their decisions.
Research method
Data collection and sample. We used a survey questionnaire to collect data for testing the validity of the research model and hypotheses. The variables in the questionnaire include background information, social network site usage determinants, voters' involvement with politics, voters' attitude towards voting, and voters' confidence in their decisions. The measurement items in the final questionnaire are summarised in Supplementary Appendix A. All the variables were measured on the Likert fivepoint scale ranging from strongly disagree (1) to strongly agree (5), except for background information. For the survey, we selected Facebook users of voting age in Taiwan as the survey population. We chose Taiwan as the research subject country because the study was conducted in Taiwan, Taiwan's democracy system has long been threatened by the neighbouring countries, and Taiwan has received the largest amount of false or misleading information on political topics from the Internet (Lindberg et al., 2019) . We selected Facebook as the social network site to be explored because it exhibits the highest penetration (89%) among all the social network sites in Taiwan, followed by Instagram (49%) and Twitter (24%). Facebook was used by nearly all social network site users across Taiwan, establishing it as the most popular social network site in Taiwan (Statista, 2019) .
We collected data through an online survey platform. The links to the online questionnaires were distributed using Facebook to recruit respondents. All respondents were voluntarily participating in the research and informed about the use of data for academic research. The process yielded 400 responses. After eliminating the responses of respondents that failed to meet voting age (20 years old) or answer key questions and after sending follow-up emails to respondents who had provided their contact information but had not finished the questionnaire, we eventually obtained 211 valid questionnaires for the analysis.
Next, the possibility of non-response bias was assessed using an extrapolation method comparing late and early respondents (Armstrong and Overton, 1977) . The results of the t-statistics indicated no differences across either substantive or demographic variables, suggesting the absence of nonresponse bias. The demographic characteristics of the sampled population are presented in Supplementary Appendix B. The distributions are similar to the overall demographic characteristics of Facebook users in Taiwan (female users: 55%, male users: 45%, the largest proportion of age range: 18-34 years old) (Facebook, 2019) .
Measures. The aforementioned questionnaire was developed by reviewing literature to identify previously validated measurements, some of which were revised to adapt to the context of politics. Subsequently, Cronbach's alpha coefficient, which demonstrates the internal consistency and reliability of the measures, was calculated for each factor. Based on the suggestion of Hair et al. (1998) , factors with an α of <0.7 were eliminated from the questionnaire.
Based on a study by Pinkleton et al. (2002) , a four-item scale designed to reflect voters' attitudes toward voting (α = 0.914) was included. In addition, on the basis of O'Cass's (2002) study, a three-item scale was included to measure the extent of voters' confidence in their ability to make the right decision and perceived ability to select the suitable party or candidate (α = 0.947). Items for the need to belong were adopted from the study of Seidman (2013) to determine the extent to which users require belongingness by using a five-item scale (α = 0.808). Five items for perceived ease of use and another five for perceived usefulness were adapted from the study of Kwon and Wen (2010) , for which respondents indicated the extent of effort when using the social network site (α = 0.898) and the extent to which the social network site was considered useful (α = 0.915). Five items for voters' involvement with politics were adopted from the study by Kwon and Wen (2010) to determine the extent to which voters view politics as the central part of their lives and a meaningful and engaging object in their lives and its importance to them (α = 0.934). Finally, single-item scales were adopted to measure the five control variables, namely age, gender, education, occupation, and monthly income because demographic differences may constitute the sociocultural factors that influence the perception and behaviour; therefore, these variables may influence voters' attitude towards politics and their confidence in decisions (Gefen and Straub, 1997) .
Measurement model. The mean, standard deviation, and correlations of all measured variables are listed in Table 1 . In addition to Crobach's alpha coefficients, this research used variance inflation factors (VIFs) to examine the effects of multicollinearity. VIFs indicate whether predictors are correlated to each other, which can affect p values in the model and reduce its reliability. According to Hair et al. (1998) , VIF > 10 indicates a strong correlation. VIFs presented in Table 1 exhibit a range of 1.330-2.710, with a mean of 1.950, indicating the absence of multicollinearity.
Structural model. To analyse the relationships among social network site usage determinants, voters' involvement with politics, their attitude towards voting, and their confidence in their decisions, regression models were run with related variables, and the result is presented in Table 2 . Models 1a, 2a and 3a in Table 2 are the basis models including the five control variables. The results of aforementioned models indicated no significant influence on dependent variables except Model 2a (F = 0.828, R 2 = 0.020; F = 3.139, R 2 = 0.071 and F = 1.880, R 2 = 0.044 for Models 1a, 2a and 3a, respectively). Model 1b was run to analyse the direct effects of social network site usage determinants on voters' involvement with politics. The model demonstrated significant results, explaining 44.7% (ΔR 2 = 0.447) of variance over what the control variables alone explained. The coefficients of users' need to belong, perceived ease of use, and perceived usefulness were positive and significant for voters' involvement with politics (β = 0.342, p < 0.001; β = 0.324, p < 0.001 and β = 0.153, p < 0.05, respectively). Models 2c and 3c were run to test the direct effects of voters' involvement with politics on voters' attitude towards voting and voters' confidence in their decisions. Both models provided significant results. The coefficients of voters' involvement with politics were positive and significant for both voters' attitude towards voting (β = 0.675, p < 0.001) and voters' confidence in decisions (β = 0.581, p < 0.001). Figure 2 presents the results for structural model.
Mediating effect. To test the mediating effects of voters' involvement with politics, this study used a sequential procedure, reported by Baron and Kenny (1986) . First, Models 2b and 3b were run to test the effects of the independent variables on the dependent variables. The coefficients of the need to belong (β = 0.264, p < 0.001), perceived ease of use (β = 0.256, p < 0.001), and perceived usefulness (β = 0.139, p < 0.1) were positively and significantly related to voters' attitude towards voting. And The PALGRAVE COMMUNICATIONS | https://doi.org/10.1057/s41599-019-0368-9 ARTICLE PALGRAVE COMMUNICATIONS | (2020) 6:1 | https://doi.org/10.1057/s41599-019-0368-9 | www.nature.com/palcomms coefficients of the need to belong (β = 0.209, p < 0.01) and perceived ease of use (β = 0.332, p < 0.001) were positively and significantly related to voters' confidence in their decisions, thus fulfilling the first requirement for the mediating effect. Second, Model 1b in Table 2 indicates that the relationship between voters' involvement with the politics and the need to belong, perceived ease of use, and perceived usefulness were also significant, meeting the second requirement for the mediating effect. Third, voters' involvement with politics was added as the mediator to examine the final requirement for the mediating effect (Model 2d and 3d) . The direct effects of the need to belong (β = 0.069), perceived ease of use (β = 0.072), and perceived usefulness (β = 0.052) on voters' attitude towards voting became nonsignificant when voters' involvement with politics was added as a mediator, and the overall fit of the models improved (ΔR 2 = 0.172). Similarly, the significance level of the effects of the need to belong (β = 0.060), perceived ease of use (β = 0.191, p < 0.01), and perceived usefulness (β = 0.007) on voters' confidence in their decisions also decreased as the overall model fit improved (ΔR 2 = 0.101).
Finally, to examine mediating effects further, the Sobel test-a specialised t test that can be used to determine the reduction in the independent variable in the model after including the mediator, was performed. As shown in Table 2 , the need to belong (β = 5.03, p < 0.001 in Model 2 and β = 4.79, p < 0.001 in Model 3), perceived ease of use (β = 4.69, p < 0.01 in Model 2 and β = 4.50, p < 0.001 in Model 3), and perceived usefulness (β = 2.24, p < 0.05 in Model 2 and β = 2.22, p < 0.05 in Model 3) exhibited significant and indirect effects on voters' attitude towards voting and voters' confidence in their decisions, further supporting the mediating effect of voters' involvement with politics for influencing the effects of the need to belong, perceived ease of use, and perceived usefulness on voters' attitude towards voting and voters' confidence in their decisions.
Results
Based on the results of regression analysis (Table 2) , the findings of Model 1b indicated that voters highly involve with politics when they use social network sites. These findings are support H1: social network site usage determinants positively influences voters' involvement with politics. The positive and significant coefficients from Model 2c and 3c indicated that voters exhibit considerably positive attitude towards voting and high degrees of confidence on decisions when they achieve a high level of involvement with politics. These findings support H2 and H3: voters' involvement with politics significantly influence their attitude towards voting and voters' confidence in their decisions.
According to the results from Models 1b, 2c and 3c in Table 2 , the need to belong, perceived ease of use, and perceived usefulness influence voters' involvement with politics, and voters' involvement with politics influences voters' attitude towards voting and voters' confidence in their decisions. These results confirm the first precondition of H4 and H5, which includes mediating effects. Next, when testing the effects of independent variables on dependent variables, we observed that three independent variables, namely the need to belong, perceived ease of use, and perceived usefulness directly influence dependent variables, namely voters' attitude towards voting and their confidence in their decisions. These results meet the second precondition of H4 and H5.
The results of Models 2d and 3d presented in Table 2 indicate that voters' involvement with politics successfully mediate the effects of the need to belong, perceived ease of use, and perceived usefulness on voters' attitude towards voting and voters' confidence in their decisions. These results support H4 and H5 and indicated that voters' involvement with politics mediates the effects of the three factors of social network usage determinants, namely the need to belong, perceived ease of use, and perceived usefulness on voters' attitude towards voting and voters' confidence in their decisions.
Discussion
This study presents a conceptual model for examining the relationships of social network site usage determinants with voters' involvement with politics, attitude towards voting, and confidence of their decisions. In this study, data collected from Taiwan, which holds direct elections and has high social network site penetration rate, were analysed; The results indicated that (1) users' need to belong, perceived ease of use, and perceived usefulness among social network sites directly and positively influences their involvement with politics (Model 1b in Table 2 ); (2) their involvement with politics directly and positively influences their attitudes towards voting and confidence in decisions (Model 2c and 3c in Table 2 ); and (3) their involvement with politics mediates the effects of their need to belong, perceived ease of use, and perceived usefulness on their attitudes towards voting and confidence in their decisions (Model 2d and 3d in Table 2 ). These findings strongly support the argument that users' need to belong, perceived ease of use, and perceived usefulness for using social network sites facilitate their involvement with politics and further improve their attitude towards voting and confidence in their decisions and emphasises the critical role of social network sites in current political elections. This study next discusses several theoretical and practical issues for both scholars and practitioners and presented many opportunities for further explorations. First, unlike past research on social media and politics that has focused on the user path and behaviour, the current empirical study ascertained social network site usage determinants that lead to voters' attitude and confidence and the mediating factors of involvement, all in the context of politics, because of the recent emphasis on the impact of social media on elections by providing a conceptual framework (Fig. 1 ) and using data obtained from actual social network site users.
Second, by using the TAM and need to belong theory, this research iterates the crucial factors of social network site usage determinants and further extends the concept to voters' mental processing. Many election campaigns use social network sites as a channel of communication strategies. However, such strategies may not influence voters if social network site usage determinants are not considered. Thus, election candidates or campaign managers who aim to develop social media strategies should consider their target audiences' need to belong, perceived ease of use, and perceived usefulness.
Third, election candidates or campaign managers must realise that voters' attitude and confidence cannot be affected simply by accessing social media. By contrast, they should pay more attention on increasing their target audiences' involvement with politics. Our findings indicate that the relationship between social network site usage determinants and voters' attitude and confidence is mediated through voters' involvement with politics (Fig. 2) .
Despite its contributions, this study has some limitations. First, the relationship between social media and voters was investigated by considering only the Facebook users of voting age in Taiwan. Although Facebook exhibits the highest penetration among Taiwan social media users, the results may not be considered representative of the entire country because only one network site was used. For future research, respondents from different social network sites or different countries can be recruited to enrich the sample. Second, although the demographic distribution of sampled population in this research is similar to the overall demographic characteristics of Facebook users in Taiwan, potential bias may exist because our respondents were voluntarily participating in the research. For future research, randomly choose the respondents to participate in the survey would decrease the bias. Third, we cannot deny the possibility of other factors that can potentially affect voters' attitude and confidence through social network sites. Therefore, in future studies, the scope of this research can be extended by exploring the moderating effects of voters' personality, information content, and other related factors.
Conclusion
Social network sites have become one of the important channels for election campaigns. The influence of social network sites on political participation has received considerable attention from academic researchers and business managers. However, there has not been much attention given to the influence of the determinants of social network site usage on voters' involvement, attitude, and confidence. Thus, this research extends the concept of previous research and examines the relationships between social network site usage determinants, voters' involvement with politics, voters' attitude towards voting, and voters' confidence of their decisions. The findings of this research show that the determinants of social network site usage in terms of need to belong, perceived ease of use, and perceived usefulness have positive impact on voters' involvement with politics, which further affects voters' attitude toward voting and their confidence of decisions. These findings contribute to the research on social media and political participation and open many avenues for further explorations. Furthermore, these findings give marketing managers, political workers, and candidates a better understanding of the influence of social network sites on the elections.
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